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In recent years, with the changes of economic structure, proportion of 
consumption is rising .Income improvement and acceleration of urbanization fueled 
the growth of personal consumption and evolution of consumption upgrade. Under 
this background, the apparel industry related to personal life quality is booming, 
which lead to the amazing growth of some domestic branded clothing enterprises. In 
the process of rapid expansion, the management of those branded clothing enterprise 
must select growth model by limited resource: speeding up sales network expansion 
or enhancing efficiency of  existing shop. 
In general impression, speeding up sales network expansion is quite common 
growth model, which creates first batch of apparel and shoes branded companies 
such as Septwolves and Li Ning. While another batch of enterprises like Ports 
succeeded by limited expansion and meticulous management. By researching the 
history of well-known domestic apparel branded companies, writer found that some 
companies properly changed growth model to be in line with their own developing 
stage. A typical example is Zhejiang Baoxiniao Garment Co., Ltd, who used network 
expansion model through developing many distributors at beginning. And then 
slowing down the expansion and paying more attention to improve product quality 
and brand contribution  
Both two commercial development models have their own advantages and 
disadvantages, which also reflected in the company's financial indicators. 
Managers should have pre-judgment the index before making decisions. It is 
valuable to research that how to select suitable model according to the companies’ 
own situation, and what kind of Lessons can be learned from successful enterprises. 
Therefore, this dissertation will collect public information from listed apparel 
companies in order to use marketing theory , financial analysis tools such as 7ps 
Model and Du Pont Analysis method to compare the affection under the two 
different development models. 
This study can provide help and refernce for apparel company to select the 
growth model. 
 

























目  录 
 
 
目  录 
1.绪 论 ········································································ 1 
1.1 研究背景 ············································································· 1 
1.2 研究目的 ············································································· 3 
1.3 研究内容和方法 ···································································· 4 
2. 理论综述 ················································································· 6 
2.1 营销及战略方面的理论依据 ····················································· 6 
2.2 财务指标分析——杜邦分析 ··················································· 10 
2.3 商品分析-平效 ···································································· 12 
2.4 本章小结 ··········································································· 13 
3.案例背景分析 ·········································································· 14 
3.1 研究对象的选取 ·································································· 14 
3.2 报喜鸟 ············································································· 19 
3.3 七匹狼 ·············································································· 24 
4  增长模式的比较分析 ······························································· 29 
4.1 营销策略分析 ····································································· 29 
4.2 杜邦分析 ·········································································· 39 
4.3 主要财务指标与同业公司横比 ··············································· 47 
4.4 本章小结 ··········································································· 53 
5. 论文结论 ··············································································· 57 
参考文献 ·················································································· 59 

























Table of Contents 
 
Table of Contents 
Chapter 1 Introduction ····································································· 1 
Section 1 Research Background ························································ 1 
Section 2 Research Objective ··························································· 3 
Section 3 Reasearch Content And Means ············································· 4 
Chapter 2 Theory Overview ······························································· 6 
Section 1 Theoretical Basis For Marketing And Strategy   ····················· 6 
 Section 2 Financial Analysis——Dupond Financial Analysis ················· 10 
 Section 3 Good Analysis -Average Efficiency  ··································· 12 
 Section 4 Chapter Summary ························································· 13 
Chapter 3 Background Analysis Of Case ·············································· 14 
 Section 1 Selection Of Research Objective ········································ 14 
 Section 2 Baoxiniao Case Study ····················································· 19 
 Section 3 Septwolves Case Study ··················································· 24 
Chapter4 Comparison For Growth Models ··········································· 29 
 Section 1 Marketing Strategy Analysis ············································ 29 
 Section 2 Dupond Analysis ··························································· 39 
 Section 3 Peer Comparision For Major Financial Index  ····················· 47 
 Section 4 Chapter Summary ························································· 53 
Chapter 5 Conclusion ························································ 57 
Reference1 ····································································· 59 





















































城市渗透，如[2]西班牙及北欧的时尚品牌 ZARA 和 H&M，早已将渠道布局从
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